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"Nealy is on the leading edge
of business television."
ABC-TV’s
“Business Wor ld”

"In this world of specialists, Keith Nealy is
the ultimate generalist with professional,

hands-on experience in almost every area of
film, television, and live show production...
with an uncanny sense of creativity that gets

results."
Jim Sant'Andrea
Chairman
Jim Sant'Andrea Productions Worldwide

“ Super!", "Right on the money!",
"Qutstanding concept!"

‘...afew of the comments and reactions to
the premier of National Sales Quest for
Quality video.” “... we have exceeded
our initial objectives for introducing our
vision and goals for customer-driven quality
throughout our organization. | have no
doubt that your creative ideas and talent
for converting those ideas into reality are
largely responsible for this success.”

Diana Truman
Manager, Quality
AT&T Network Systems

“Thank you for the wonderful job you did
animating our company mascot, Geoffrey
the giraffe. It wasthe first time he has
been animated in 3-D, and it was a huge
success. | al'so appreciate your working on
such a short time schedule and for literally
jumping through hoops for us.”

John Cummo
Director of Creative and Production Services
TOYS‘A' US

“You guys are terrific. Under enormously
difficult circomstances and working
sleeplessly through the weekend you pulled
off a miracle creating a CDTV product
demonstration video which we are very
proud of. In addition to all the work you
have done for Commodore over the years
| want to acknowledge the high quality
creative and technical work you provided
for the introduction of CDTV.”

David Rosen
Director of Marketing
Commodore Computers

“...I am especially grateful for your
inspiration and expertise in creating and
producing “Lehigh Valley Mall LIVE,”
our award entry. Winning the MAXI Award
from the International Council of Shopping
Centersfor thislive TV show was quite a
thrill for us...”
Tina Kisela
Marketing Director
Lehigh Valley Mall

“In all the thousands of photographs I've
seen of the Cambodian holocaust, telling
the story of their horror, Nealy was the only
photographer | saw who captured their inner
spirit, which was the very key to their
survival.”

John Dominis
Picture Editor
LIFE Magazine




Nealy has been a consultant to many Fortune 100 companies, small businesses, and creative groups seeking
to focustheir potential and be more successful. His many years creating shows and presentations “behind
closed doors” for Americas top corporate |eaders have given him insight into why companies succeed...
and why they don't.

This knowledge, as well as his understanding of the human dynamics of an audience, and his belief in
the power of creativity, has made him a valuable asset to corporate leaders.
Nealy’ s vision helps them shape their communications strategies and deliver results.

Imagineering projects
AT&T - Divestiture - creating perception

Nealy spent many years consulting to AT& T, but none were as important
as the years during the break-up, or divestiture period, atime when the
monopoly of “MaBell” was broken up to form the “Baby Bells.”

Nealy’s creative strategies were utilized frequently to create productions to
shape the company’ s perception of the future. Thiswasatime of great change,
and the need for creative meetings, special events, video productions, and
presentations was at an al time high.

AT&T - National Launch of Partnership Program

Several yearsafter the“Baby Bdlls’ left the nest, AT& T redlized that while they had the technol ogy,
the “Baby Bells’ had the customers. Neay helped AT& T launch a program to bring the “Baby
Bells’ back into the fold. Nealy was asked to set the tone and produce a creative video that
embodied anew spirit of partnership. This video opened a series of high-level meetings held across
the country, and helped create a new relationship for the companies.

AT&T - National Launch of Quality Program

When corporate America became focused on quality issues, the Macom Badridge
Award was created to recognize top companies. Much to their surprise, AT&T
was not among the winners. Change was
needed, and Nealy was asked to help.

Understanding that quality cannot be
mandated, Nealy realized that employees
needed to beinspired to improve the quality
of their work. He devel oped an innovative parody about
quality issues at the company to defuse the tension between [
management and the rank and file.

Nealy’s puppet video production, “Quest for Quality”, was |
the leading edge of a national campaign to improve quality.
It succeeded by exposing the company’ s problems with
humor, by reinvigorating pride, and by softening the top-
down edictsto win the Malcom Baldridge Award... “or elsg’ .




Imagineering projects (continued)

Commodore International

HE'S USING ITTO MAKE 1T BlG
IAULALY, PRESDENTCHIATIVE (1. 15 8

In 1985, Commodore launched anew line of computers called “Amiga.” This
started arevolution in the video and multimediaindustries. Having no
experience in those areas, Commodore turned to Keith Nealy to be a strategic
partner and to lend his expertise in several areas.

Nealy became a global spokesperson for the Amiga, appearing in TV
commercials, European television, Point-of-Purchase videos, and print
advertisements in national publications such as Business Week and fifteen
other major magazines.

Nealy toured the U.S. on a speaking tour to train
Commaodore' s entire national sales force on the
"Convergence of Computers and Professional Video."

Keith Nealy Productions created global product launches |
including videos, presentations, and corporate showsfor |
the Amigaline of computers.

Exxon

Nealy was given achallenge: to convince Exxon's worldwide product and
marketing divisionsto unify their support for the commercial launch of anew
polymer product. Exxon needed this global “buy-in” before approving
commercialization.

I nternational Roadshow: Creative Approach

Nealy felt the need to personalize this presentation with a personal appeal
from the head of the company, who spoke about pioneering this new technology
and its potential for shaping the future.
This video succeeded by conveying the
passions of all the scientists and
technicians responsible for developing
the new polymer, and by directly asking f
the audience for their support.

The video, “ XP-50: Capabilitiesand
Attributes,” explored scientific and
production issues, as well as global
economic and marketing strategies.

Nealy gave a speech and multimedia

presentation, “ XP-50 Product Development: a Creative Approach.” His
extensive research revealed creative ways the production of XP-50 could
revolutionize Exxon’ s manufacturing process and how they could streamline
the product development cycle from six years to two years.

Nealy created an original puppet video series, “ Beyond Excellence,” to ease
tensions while addressing the perception and relationship issues of a global
audience. He used humor and insight into the delicate corporate relationships
and disparate philosophies within the multinational corporation to spark a
more unified vision.



Television Programs

In the early 90’ s Keith Nealy Productions recognized the trend
for smaller studios to harness the power of digital technologies
and become sdlf-sufficient in al phases of production, including
concept/storyboards, scripts, digital video, bluescreen stage
and digital compositing for virtual sets and special effects,
3D animation, digital video editing, and D9 digital mastering.
This concept brings the power of television to more clients
by keeping the focus on creativity rather than big budgets.

“Hawaii 2000 - Winds of Change” - |
This TV program highlighted prudent
preparation techniques for emergencies [
unique to the Hawaiian Islands, caused
by potential disruptionsin food, power, |
and other supplies. By combining the |4
traditional "ohana’ lifestyle, the spirit
of aloha, and preparation techniques, |
“Winds of Change’ provided aresource
to help the people of Hawaii weather
any storm.

“TheBlood Counts’ - Nealy created a half-
hour television specia for the American Red
Cross, sponsored by AT& T, to promote blood ¢
donation during a critical blood shortage. His
humorous cresative concept, featuring a |
barbershop quartet of "Draculd" vampires
running a blood bank, produced arecord public |
response and garnered an award at the
International Film & TV Festival.

“The Computer Show” - Nealy produced and hosted
this TV program to help viewers navigate through the
world of new computer technologies.

“New York Spotlight” - Nealy directed this
forerunner of the magazine format television
show, highlighting eventsin Manhattan.




Digital Video

For thirty years, Nealy has used the latest technology in service of the
message he was communicating. Delivering a message with the most
impact in the shortest period of time, video has the added ability to affect
the emotions in ways other media cannot increasing the success of the
results. The new digital video technology has enabled tremendous
advances in creativity and post-production productivity while lowering
the cost, bringing the power of video to smaller businesses.

Home Video, How-To-Video, and Educational
Video are all examples of complete projects Keith
Nealy Productions creates for sale to general
consumersviathe internet and traditional venues. |*
Nealy’ stotal production and marketing capabilities

can facilitate most all phases from concept to
completion, offering clients one-stop shopping.

Documentary Film & Video

Nealy’s documentary film projectstook him |
to Cambodia during the 1979 holocaust, where |4
he led amission to deliver food to escaping |
refugees and to film this historic event. The &
film team &l so created the "Operation Ricebowl" | g~
TV commercials, which raised over $2,000,000 [§j¥

inad. e

“ﬁ 3
His 35mm photographs of refugees were lauded

by National Geographic, Geo, and Life .

Magazine for looking beyond the despair, to
capture the inner strength and spirit of the
Cambodian peoplein their darkest hour.

Shooting documentariesis aspecial artform &
that takesaunique set of skillsand awillingness
to operate out of the comfort zone. Unlike
scripted productions, the documentary story
must be captured creatively in real time asthe
situation unfolds.




Keith Nealy has been a pioneer in the development and use of special effects
to stretch the imagination and produce images that would be impossible to
produce with any traditional methods.

Nealy has a bluescreen stage for shooting, advanced digital video computers
and image processing software for compositing, and digital video mastering
for the highest quality output.

S e el Virtual sets allow awide variety of expensive or complicated set looks for very
B = reasonable budgets without any real construction. By using photographs, computer
- ) ' graphics and 3D generated tills, realistic sets can be created and combined with live
actorsin the foreground to produce a composite |mage that makesit look like the
actorsarein area environment. _ -




Animation has always been a creative method to tell astory, oo
but the advent of 3D animation opened new doorsto avirtual [ W8
redlity that allows storytellersto go places physically impossible. ’
Whether Animating a character or acomplex industrial process,

3D animation has opened new worlds of creative possibility. [

Hawaii

Nealy began hiswork with 3D animation as a creative director on the first
animation computersin the early eighties. Since that time, Nealy recognized
anew user-friendly software gpproach to 3D animation, called “Lightwave3D.”
He became one the pioneers of Lightwave, working closely with the company
to refine applications for professional use.

He uses 3D animation to produce award-winning
television advertising where he combines 3D
with specid effect techniques, such asblue screen
compositing, to enable live actors to exist in 3D
virtual worlds. He can even make a camel fly
through the eye of a needle or afamous giraffe
sing. But he has ahard time making his dog sit.

Sometimes live actors just aren't believable. Some subjects
arejust too sensitive. Creative characters, such as puppets,
are disarming and can “get away with murder” (creatively
speaking) in Situations where real actors appear unbelievable.
Audiences are too busy having fun to realize that they are
subtly being educated by a cast of creative characters.

Nealy was asked by the President of AT&T to consult on a |
problem concerning his vice presidents who were skewing
marketing projections to portray more desirable results. The President wanted to let the
executives know that he was aware of the situation without confronting them directly.

Working with puppet designers and puppeteers from Sesame Street and The Muppets,
Nealy created avideo production about a fictional company with archetypal puppet
charactersin a scenario that resembled the situation at AT& T. Extensive research into
AT& T’ s corporate culture added reality and familiarity to the script, which got the
President’'s message across in a non-confrontational way. It allowed the vice presidents
to save face while having a good laugh.

FETFFFE The success and creative effectiveness of

‘ that video inspired Nealy to create many
more creative characters for Americastop |
corporations.

Keith Nealy Productions also creates
claymation, 2D and 3D animated characters
and unique character voices for TV and
radio commercials.




Advertising

When it comes to the power of creativity, there is no better example than
TV commercials. In thirty seconds, adirector can tell acomplete story,
create a fantasy, make you laugh or cry, and convince you that you need
to buy a product.

Keith Nealy leads a creative boutique agency that specializesin award-
winning ideas and a sensitive portrayal
of people, artfully capturing their spirit.

Theseimages are then processed in astate-
of-the-art digital television studio using digital video
editing, motion graphics, digital compositing, 3D
animation, digital mastering for television stations, and
web output to support e-business. Nealy also produces
print advertising and collateral promotional materials.

e-business Marketing

Keith Nealy Productions recognizes globalization and e-business as the wave of
thefuture. Nealy employs new technologies and is always |learning and devel oping
new e-strategies.

He understand that e-businessis an entirely new

communications medium that is redefining

traditional means of concept, design and

production techniques. Internet marketing,
website design, e-commerce, Flash animation, and
digital audio and video produced for streaming on the
web are just afew of the areas he is developing.

e-business advertising

“If you build it, they will come” is an enticing thought, but it seldom works that way
in the brave new world of the Internet. You may have the most creative website, but
if people don’t know you' re there, it can be alonely experience. Search engines are
highly competitive, and it has become difficult to get their attention and even more
difficult to become a preferred site. Effective web sites need a coordinated campaign
of advertising programs such as TV, print, and direct e-mail to attract targeted groups
of customers.

Infomercials
Infomercials are long-form television commercials used to sell a
product or service and are produced just like a television show.
Infomercials offer the seller an opportunity to develop alonger
relationship with customers for products that need longer than
thirty secondsto sell. By using the principle of “third party
endorsement,” believable “experts’ or celebrities, using high-
power proven salestechniques, lend their approval of the products
to influence customers. Infomercials depend on impulse buying
during the show, therefore, they are usually combined with areal-
time telemarketing “back end” to handle credit card sales and
fulfilment. To help “bootstrap” new products with smaller budgets,
Nealy has designed regional programs to keep costs down while
building revenues and focusing telemarketing resources to smaller,
more manageable areas.



Keith has spent hiswhole life seeing the world through the eye of alens. First, as photographer,
then cinematographer, videographer and digital imager- all different cameras capturing light and
color in compositionsto tell astory. Whether it’sfor advertising, travel, sports magazine covers,
the glitsy world of fashion and glamour, or the gritty world of industry, Keith's passion is to
capture the inner spirit of people in peak moments of their lives.



For over twenty years, Nealy has been combining the excitement of live television
and the emotional impact of live multi-media shows. He has created, produced,
and directed live industrial shows such as Nationa Sales Meetings, New Product
Introductions, Incentive Meetings, Employee Recognition Events, Teleconferences,
Business Theater, Celebrity Entertainment, Motivational Meetings, and Awards

Shows.
A little history...

Nealy was a pioneer and innovator in new presentation technology. In

the early days of multi-image slide shows, Nealy helped develop the use

of dlit-scan techniques to created dynamic new special effects slides and

animation that became the standard in the industry.

During the explosive growth of multimedia and complicated and expensive

productions, Nealy began to develop his"creativity works' philosophy
as a solution for projects with tighter budgets.

L ater, when video technology became areality, Nealy was part of the design team
that developed the first VideoWalls, including a custom theater

to launch SONY Betacam and High Definition Television. The
VideoWall is still recognized as one of the most creative forms
of presentation and video display.

Looking for waysto improve and update multi-screen “ experience”
shows, Nealy knew the developing technology of video projection

could expand his creative palette. It worked well for clients whose
product was video or television. Nealy used multi-screen
video projection for video-oriented clients such as NBC television, SONY
and WPIX-TV in New York.

Nealy, now afirm believer in multi-screen video projection for corporate
shows and presentations, began to see new possibilities. Hewasa
spokesperson for the Amiga computer by Commodore, and a consultant to
Commaodore and Newtek, the producers of the Video Toaster.

Nealy combined his knowledge of multi-screen slide show presentations,
video projection, video production and computers and devel oped an affordable
system for putting TV-style graphics, animation

and specia effectsaswell asvideo from multiple television

cameras onto multiple screens.

His CompuVision multi-screen presentation system became
the basis for many corporate shows, including several top
Advertising Awards Events. These events required
innovation to please a discerning audience and utilized
video projection to display the world's most acclaimed TV
commercials.

Whether it was for a small customer relations meeting for
AT& T Network Systems or for amillion-dollar global salesrally for Federal Express...
all were opportunities for Keith Nealy to apply his philosophy: "Creativity Works."



When companies want to celebrate or acknowledge their employees, there's
nothing like Nealy's custom music videos. Something magical happens to
an audience when they see themselves, their boss, the chairman of the company,
along with the janitor, singing, dancing, and performing in areal music video,
complete with sophisticated special effects.

Theater isamagjor part of many corporate shows and can take many forms. Nealy's
favorite creative approach isto use aplay or musical to revea organizational dynamics
and facilitate change. The process begins by interviewing company executives and
discussing key issues and objectives.

The research phase that follows explores the corporate culture to shape an understanding
of who they redlly are. Nealy then looks for a creative vehicle that will resonate with
the audience. He then writes a creative script and designs a show.

The essence of the approach isto create aparallel universe with characters and situations
that feel familiar to the audience. The trials and tribulations of the charactersin the
play and the methods they choose to succeed provide aroadmap to the audienceto aign
with their company’s goals for change.

The audience, while being entertained, is experiencing (consciously and subconscioudy)
the knowledge, methods and motivation necessary for them to accomplish these goals.

more



“STAR CHEK -The Next Generation” - American Express, Travelers Cheques
Because American Express needed a fresh way to motivate its sales force,
Nealy created this multimedia stage play asaparody of "Star Trek," featuring
a sales team with amission "to boldly go where no sales team has gone
before." Produced and staged at Disneyworld, it was an episodic cliffhanger,
opening and closing general sessions for four days. The final episode
culminated in an explosive battle, replete with pyrotechnics and lasers,
directed against the "evil" forces of MasterCard and Visa. The Admiral,
actor-spokesperson Karl Malden, was beamed aboard in aflurry of laser
specia effectsto deliver amoving finale to the show.

“The Wizard of MPI” - M eeting Planner s I nter national

This three-act musical about Dorothy, a young meeting
planner, transported an audience of 1300 meeting executives
to the Land of MPI where they learned of the challenges of
the relationships between industry professionals.

Nealy's Broadway-caliber cast of actors brought his script
to life. With limitations for budget and crew, and time
constraints for scenery changes, Nealy devised creative
solutions with dramatic rear-projected hand-painted sets
providing instant set changes with aminimal crew.

The musical was afocal point for sessions on improving
relationships in the hospitality industry. It was received with
a standing ovation.

A Day in the Life" - Computer Associates

This comedy/fantasy musical hel ped ease transition tensions crested
when small computer graphics software company, 1SSCO, was
swallowed up by the giant software conglomerate, Computer
Associates.

"A Day intheLife" exposed employee fears and showed the potential
advantages of working in amuch larger company. The production
used creative stage magic and special effects to defuse tensions
and raise the hopes of everyone at this first meeting of the two
merging companies.

During the "Roaring Eighties," Nealy was called into the
offices of the world's largest multimedia show production
company, Jim Sant'Andrea Productions Worldwide, and
offered ajob as Creative Director. Seeing an opportunity
to work on amuch grander scale, he accepted the position,
and began to create and produce live shows and television
events for the nation's most prestigious companies.



Keith Nealy has been a performer and producer of music and entertainment for over thirty years. Asaformer
Creative Director/Executive Producer for Ray Block Productionsin New York, Nealy created and produced
live entertainment shows featuring entertainers such as Tony Bennett, Bob Hope, Danny Kaye, The Pointer
Sisters, Danny Gans, Cab Calloway, Peter Gabriel, Hal Linden, Jane Fonda, Ellen Degeneris, and the Boston

Pops Orchestra.



International

The Advertising Club of New York
The Advertising Council

Alco Standard Corporation
American Express Corporation
The Art Director's Club

AT&T Network Systems
Commodore Business Machines
Cityplace-Dallas

Exxon Chemical

F & L Doors, Inc.

Federal Express Corporation
Forbes Magazine

G.D. Searle Pharmaceuticals
Gracie's Place Restaurant
General Felt Industries

The Italian Trade Commission
Janssen Pharmaceutica
Keystone Custom Homes
Lancome

The Limited

Lehigh Valley Mall

Marvel Entertainment

Meeting Planners International
The One Club for Art & Copy
Palmeri Motorcoach Corporation
Pasteur-Merieux Connaught Labs
Prudential Securities

Pfizer, Inc.

The Scranton Times Newspapers
Simplex Signs, Inc.

Society of Incentive Travel Exec’s
SONY Corporation of America
Starting Gate Sporting Goods
Toys ‘R’ Us

Stroud Mall

WPIX-TV

Hawaii

The Earl & Doris Bakken Foundation
Kohala Coast Resort Association
North Hawaii Community Hospital
Cyanotech corporation

The Kohala Center

Five Mountains Hawaii

Na Kalai Wa’a Moku o Hawaii

Makali’'l Voyaging Project

Kohala natural healing Arts

Kokua Ohana

Partners in Development Foundation
ATV Outfitters



Keith Nealy Productions
P.O. Box 190563

Hawi, Hawaii 96719
808 882-7772

808 987-8093-cell
keithn@aloha.net
www.keithnealy.com

Contact:

Keith Nealy
Creative Director
808 882-7772

808 987-8093 -cell
saraloha@aloha.net
www.keithnealy.com



When | was fourteen, | got my first job in filmmaking with a Life magazine photographer who
filmed weddings on the weekends. | was awestruck by his ability to capture people on filmin a
way that revealed their inner spirit. When he put a camerain my hands,

| felt a powerful sense of my destiny.

| first lived in Hawaii after returning from Viet Nam as a combat salvage
diver. Extensive travel throughout Asiaformed afoundation that helped me
feel comfortable and welcome in the islands. Hawaii was to play a bigger
part in my life than | realized at that time, but | had afew more stops to
make before | would be able to make Hawaii my home.

Next, | attended New York University Film School and began a thirty-year
journey from filmmaker and television producer to corporate communications
consultant and owner of my own imagineering and production company.

And during those years, | learned the true art and science of communications.

| discovered that artistically, communications are specifically designed to move people using
creativity and emotions to affect change.

| believe passionately that creativity works - it's the best method to gain attention, increase
understanding, and persuade. It's amindset that appliesto every phase of production, from creating
abudget to finding a cast.

And technically, communications must be crafted to generate specific results and deliver areturn
on the investment. These principles have become the foundation of my creative philosophy and
communications strategy.

These principles are even more important today, as the marketplace, driven by the digital revolution,
becomes global and more competitive. Whether you are creating a sales video, awebsite, or a
music video, the same principles apply. Asastrategic partner, | help my clients define their
objectives, maximize their budgets, and create communications that work by designing projects
that inform, entertain and move people to action. | am honored by the trust my clients placein me,
and reciprocate by giving their projects the full measure of attention they deserve.

At the turn of the millennium, | realized it was time to crystallize some goals. | was looking for a
way to get closer to nature, and to create a happier, healthier environment for my family. | wanted
to find a place that would feel like "home." And | wanted a place where all my experience could
really make a difference.

With my wife Sara, and our three young children, | moved back to Hawaii to North Kohala to make
the Big Island our new home and adventure. After ten years of living here, | can finally say that |
am home. | have new friends and a sense of community | have never felt before. | found a place
to put all the piecestogether: creativity, business, alove and concern for humanity and nature,
family, community and a spiritual sense of well being.

The pages you will view here outline some of the projects | produced over the past few decades. |
am currently creating and developing exciting new projects - some global and someloca - and I've
made some new friends along the way. | hope to include you among them soon.

Aloha,



